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摘要 
Web 2.0 技术的迅速发展使用户生成内容成为可能，从而促进了在线用户之
间的信息交互与共享，而这正是实现群体智慧的关键，因此，网络环境下的用户
生成内容更容易产生群体智慧。为了考察网络群体智慧的应用价值及影响其绩效
的因素，本研究以在线评论和在线投资社区发帖这两种主要形式的用户生成内容
为例进行研究。用户持续使用社交媒体是产生在线用户内容的关键，而存在用户
生成内容是网络群体智慧产生的前提，因此，有必要对影响用户持续使用社交媒
体的因素进行考察。概括而言，本文的主要研究内容分成三大部分：（1）研究在
线群体智慧在市场营销领域对产品销量和在金融投资领域对股票价格的预测作
用；（2）分别从个体层面考察影响用户生成内容质量的因素以及从群体层面考察
影响群体绩效的群体特征；（3）探讨了影响用户持续使用社交媒体的因素。 
本文主要的研究步骤为：（1）收集当当网和豆瓣网的书评数据，并构建线性
面板数据模型研究内部和外部在线评论共同对当当网图书销量的影响；（2）通过
文本分析考察 StockTwits 个体投资者在线讨论的感情倾向，得到个体投资者关于
股票走势的预测，并使用优化的群体智慧汇聚模型对个体投资者的意见进行整合
得到群体智慧从而对股票走势进行预测；（3）采用定量的文献综述方法——荟萃
分析研究影响在线评论有用性的决定因素，并通过亚组分析考察了调节这些决定
因素和在线评论有用性双边关系的变量；（4）使用 StockTwits 社区的数据构建了
非线性固定效应面板数据模型考察影响在线投资社区群体智慧的因素；（5）采用
问卷和结构方程模型从微观角度探讨影响用户持续使用移动社交应用的因素。 
用户生成内容可以产生群体效应，对消费者的决策产生影响，从而影响产品
的销量；本文使用改进的观点汇聚模型得到的在线投资社区群体智慧可以有效预
测股票的价格走势；有用性的度量方式、在线评论来源和产品类型有效调节在线
评论长度、评论年龄和评论者披露个人信息的行为、评论者具有专家标识对在线
评论有用性的影响；从群体层面验证了群体智慧理论中多样性、独立性和分权化
对群体绩效的影响，同时丰富了该理论。关于移动社交应用持续使用的研究发现，
感知有用性、沉浸体验、羊群行为正向影响移动社交用户的持续使用，直接和间
接网络效应也均会正向影响感知有用性。 
关键词：用户生成内容；群体智慧；在线评论；在线社区；持续使用意愿  
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Abstract 
Recent advances in information technologies have enabled the use of 
User-Generated Content (UGC) such as online customer reviews, which help online 
users interact with each other, making online community and microblog popular 
venues for individuals to exchange and share their opinions. Since interactions among 
individuals are essential for crowd wisdom, some scholars argue that it is easier to 
obtain crowd wisdom in online context. Compared to traditional media, UGC provide 
investors with rapidly updated information ahead of other channels, enabling peer 
opinions extracted online to form ―crowd wisdom‖. In order to investigate the 
usefulness of online crowd wisdom and figure out factors influencing crowd 
performance. This study takes two popular types of UGC (i.e., online review and 
online community posting) into account. The main content of this research can be 
divided into three parts: (1) investigating the influence of crowd wisdom extracted 
from UGC on product sales in and stock price prediction; (2) studying factors 
influencing the performance of crowd wisdom from both individual and crowd level; 
(3) figuring out factors influencing user continuance using intention toward mobile 
social media, which is the new trend of social media. 
This study is conducted following five main steps: (1) collecting book review 
data from Dangdang.com and Douban.com and building panel-data model to 
invesitigate the influence of internal and external online reviews on book sales; (2) 
proposing a new crowd opinion aggregation model, namely CrowdIQ, and applying 
CrowdIQ model to aggregate crowd prediction for stock price in comparison to four 
baseline models using real data collected from StockTwits; (3) conducting a 
meta-analysis to figure out factors influencing online review helpfulness; (4) using a 
large data set collected from a popular online investment community, i.e., StockTwits, 
to investigate the impact of crowd characteristics on crowd performance; (5) 
conducting a survey and SEM (Structural Equation Model) with the users of a popular 
mobile social media, i.e., WeChat, to investigate how to enhance users‘ continuance 
intention toward mobile social media. 
厦
门
大
学
博
硕
士
论
文
摘
要
库
V 
Crowd wisdom extracted from online reviews has influence on online consumers‘ 
decision, impacting retails‘ sales at the same time; crowd opinions extracted from 
online investment community can be used to predict stock trend. Study on online 
review helpfulness confirms review depth, review age, reviewer information 
disclosure, and reviewer expertise have positive influences on review helpfulness; 
helpfulness measurement, online review platform, and product type are the three 
factors that cause mixed findings in extant research; Moreover, study on online crowd 
performance postings finds that online crowd characteristics (i.e., diversity, 
independence, and decentralization) are all positively related to crowd performance; 
furthermore, crowd size moderates the influence of crowd characteristics on crowd 
performance. Study on users‘ continuance using intention towards mobile social 
media finds that perceived usefulness, herd behavior and flow experience positively 
influence users‘ continuance using intention; both direct and indirect network 
externalities have positive impact on users‘ perceived usefulness. 
 
Keywords: User-Generated Content (UGC); Crowd Wisdom; Online Reivew; Online 
Community; Continuance Using Intention
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